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“ONLY-DAYS" 

Must  Christmas  printing  jobs  be  always  rush  jobs  ? 

IT  won’t  be  long  now  until  from  every  store 
window  brilliant  signs  will  impress  upon  us 
the  necessity  of  doing  our  Christmas  shop- 
ping early.  Yet  earlier  still  it  is  wise  to  have 
Christmas  printing  done. 

The  trials  and  tribulations  of  last-minute 
shopping  in  the  Christmas  rush  are  no  more 
nerve-wracking  than  the  troubles  inherent  in 
rush  printing  jobs.  Generally  both  situations 
can  be  easily  avoided — simply  by  handling  them 
in  time.  If  booklets  and  folders  suggesting 
appropriate  gifts,  announcements  of  Christmas 
specials  as  well  as  greeting  cards  themselves  can 
be  put  in  hand  immediately,  many  headaches 
and  curses  a month  or  so  from  now  will  be 
avoided. 

For  the  Christmas  booklet  or  folder  with  line 
cuts  and  type — choose  Carlyle  Japan,  Bard  of 
Avon,  Byronic  or  Themis  Text — They  are  all 
deckle-edged  and  included  are  many  beautiful 
and  striking  colours. 


Printed  on  our  Byronic  Book , India 


or  the  Family  Quarrel  Between  Illustration 
and  Text 


IN  this  conflict  which  is  merrily  featuring  itself 
in  the  pages  of  newspapers  and  magazines — 
in  booklets  and  the  rectangles  of  direct 
mailing  pieces,  the  odds  seem  in  favour  of 
illustration — 

“Get  attention  and  you  get  the  order”. 

“Well  perhaps  or  again  maybe”. 

“Not  so  easy,  not  so  sure,”  says  the  other  side. 
People  still  want  information.  It  is  not  always 
that  easy  money  easily  goes  to  purchase  “your” 
product  because  of  an  “atmospheric”  reminder. 
There  are  other  channels.  There  seems  to  be  a 
deep-laid  human  desire  to  measure  values  and 
consider  needs  and  desires  and  preference  as  to 
what  direction  the  expenditure  shall  take  when 
money  actually  is  going  to  be  spent. 

“In  motor  cars,  for  example,”  said  a friend 
the  other  day,  “it  was  brought  home  with  a 
bang — ” 

“I  like  the  Cadillacs  and  Packards,  but  they’re 
beyond  my  purse.  Perhaps  my  logical  choice  is 
Buick.  At  least  as  I think  of  new  cars  I look 
at  all  the  pretty  pictures  of  the  advertisements 
but  find  frequently  a great  lack  of  real  informa- 
tion. And  then  one  day  a phrase  of  motor  copy 


THE  CREST 


3 


jumped  out  of  the  paper  and  hit  me  between  the 
eyes — “$45  a month” — that  was  specific  and  I 
began  figuring  at  once.” 

Captions  get  the  eye  in  the  news  of  the  dailies 
as  well  as  pictures — (although  news  is  mostly 
idle  reading).  Buying,  however,  calls  for  interest 
resulting  generally  after  the  absorption  of  facts. 

Which  by  way  of  suggestion  might  all  be 
reduced — if  for  example  you  were  planning  ad- 
vertising booklets — to  the  thought  that  one  could 
and  should  get  all  the  eye  and  interest — arresting 
attention  on  the  cover — but  inside  with  words 
as  well  pictures  and  atmosphere,  the  job  is 
generally  to  sell. 

Do  you  remember  the  “new”  Ford  campaign — 
how  attractive  illustration  was  reinforced  and 
elaborated  with  full  and  specific  information  ? 
And — My  Eye! — how  the  Ford  did  sell! 


SELDOM  has  an  opportunity  for  the  use  of 
superlatives  been  neglected  in  modern  ad- 
vertising. A notable  exception  was  the 
recent  opening  of  Barclay’s  Bank  (Canada) 
which  called  forth  nothing  but  the  most  re- 
strained presentation. 


SUPERLATIVE 


THE  CREST 


IT’S  an  age  of  new  things.  Challenge  has 
replaced  acceptance.  Experiment  and  re- 
search have  replaced  the  rule  of  thumb. 

While  we  hear  constant  echoes  that  the  spirit 
of  revolution  is  abroad  in  the  arts,  in  the  sciences, 
in  business  there  is  more  perhaps  of  challenge 
than  of  upheaval. 

The  aftermath  of  world  conflict  seemed  to  give 
acceptance  to  the  idea  that  old  things  were  gone, 
that  “Nothing  Mattered’’ — but  the  new  growth, 
the  new  spirit  which  is  conquering,  seems  to  have 
enlisted  and  supported  another  creed. 

Rather — there  is  the  desire  to  test  and  try 
accepted  formulae  of  many  years;  test  them  not 
to  prove  or  find  them  wrong,  but  to  discover 
what  they  might  lend  to  advance,  and  to  progress 
— Then  to  go  forward. 

Change,  adaptation  and  development  have 
resulted. 

In  business — the  work  of  the  world — the  new 
thoughts  are  leading  to  new  goals — the  new 
methods  are  solving  old  problems,  and  students 
of  finance  and  manufacturing  are  accepting  a 
new  compass. 

What  was  true  of  manufacture  and  production 
not  long  ago  is  no  longer  so.  The  early  problem 
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— that  of  making  and  producing — has  shifted  to 
one  of  distributing  merchandise  and  selling. 
Demand  can  now  be  met.  Supply  with  the  aid 
of  machines  has  outrun  actual  needs.  The 
measure  of  business  to-day  is:“The  Sales  Dollar.” 

When  consumer  markets  became  saturated  as 
a result  of  the  sweeping  trend  toward  mass 
production,  it  was  soon  evident  that  (here  we 
quote)  “Mass  production  must  be  supported  by 
mass  buying,  which  in  turn  is  dependent  on  mass 
distribution”.  For  the  business  man  facing 
present  competitive  conditions,  research  is  the 
primary  principle — industrial  research,  mer- 
chandising research,  sales  research  and  manage- 
ment research. 

“The  producer  who  can  best  forecast  his  in- 
come can  plan  most  effectively  and  most  econo- 
mically his  operating  schedule.  This  is  the  most 
challenging  problem  in  the  industrial  world 
today.” 

The  above  thoughts  and  quotations  are  the 
result  of  reading  “The  New  Way  to  Net  Profits”. 
This  book,  written  by  A.  W.  Shibley,  vice- 
president  of  the  Bankers  Trust  Company,  New 
York,  is  as  interesting  as  a novel  and  is  most 
enlightening  as  to  the  change  taking  place  in 
business  methods.  This  banker’s  refreshing 
thought  is — that  emphasis  must  be  laid  on  mer- 
chandising and  sales  in  modern  business. 


AUTUMN  TINTS  USHER  IN 


GREAT  BUYING 
MOVEMENT 

and  the  Pace  keeps  up  till  Christmas 

AS  the  leaves  are  falling, 
J-\  sheets  of  paper  are 
roaring  through  the 
presses — carrying  messages 
of  inviting  and  intriguing 
sales  suggestion — 

Think  of  the  craftlike 
feel  of  "Themis  Text”  as 
applied  to  materials  of 
dresses  and  house  furnish- 
ings and  recall  its  assort- 
ment of  many  beautiful 
tints. 

Words  and  Harmony  or 
Contrast 

Perhaps  a few  folders  and 
a fine  booklet  are  planned  to 
gather  in  for  some  manu- 
facturer his  share  of  the 
season’s  profit.  Bard  of 
"Avon”  and  "Carlyle 
Japan”  offer  a beautifully 
aristocratic  atmosphere  in 
antique  finish  for  the  printed 
pieces — and  the  latter  in 
the  plate  finish  takes  half- 
tones and  has  a feel  of  vel- 
vet smoothness. 
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Aspects  of  Atmosphere 

Where  colours  and  cover  are  to  match  and 
refinement  in  presentation  is  important  (as,  for 
example,  with  products  for  milady’s  boudoir) 
there  is  Byronic  in  delicate  tints  and  cover  to 
match. 

When  Fires  Light  Up  the  Sky 

Where  home  firesides  or  autumn  flame  suggest 
the  advantage  of  brilliance  and  arresting  colour, 
ask  your  printer  to  show  you  samples  of  “Huronic 
Cover”  in  the  three  attractive  finishes. 

Big  Armament 

Broadsides  on  “Velvalur”  offer  the  great  ad- 
vantage of  arriving  before  customers  without 
cracks  in  the  fold.  Worthy  of  note  when  the 
fine  half-tone  possibilities  of  this  paper  are  con- 
sidered for  no  advertiser  likes  his  “piece  de 
resistance”  illustration  appearing  with  a ragged 
white  tear  through  its  surface. 


Of  the  fourteen  million  insured  people  in 
England  one-half  suffer  from  illness  in  the  course 
of  a year.  Between  them  they  consume  annually 
nearly  nine  million  pounds  worth  of  drugs. 
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AN  ANCIENT  LEGEND 

And  a Modern  Maze 

THERE  is  a well-known  story  going  back 
to  the  dawn  of  history  about  the  Maze  in 
which  countless  youths  of  bygone  days 
were  lost,  but  whose  complicated  pathways  one 
lad  safely  negotiated  because  he  had  unravelled 
a ball  of  scarlet  thread  as  he  went,  thus  being 
enabled  to  check  his  position  or  retrace  his  steps 
at  any  time. 

It  is  a very  nice  story  which  has  been  appre- 
ciated by  several  generations  of  children — but 
there  are  modern  mazes  which  have  brought  men 
to  grief,  not  the  least  complicated  of  which  is  the 
maze  of  business  transactions  and  records  which 
has  caught  in  its  toils  many  an  office  and  many 
an  executive.  But  there  is  also  the  scarlet 
thread  pointing  the  way  of  efficiency  through  this 
maze,  and  it  is  found  in  an  up-to-date  system  of 
printed  forms.  The  Howard  Smith  Manual  is 
ready  to  supply  information  and  advice  on  the 
establishment  and  management  of  such  a system. 
Reference  to  it  will  prove  profitable. 

♦ ♦ ♦ 

DUE  to  general  increase  in  postal  business, 
Canada  has,  in  the  past  three  years,  over- 
come the  adverse  effect  on  postal  revenue 
of  the  return  to  two-cent  postage. 

For  the  fiscal  year  ended  the  31st  of  March, 
1926  (that  is,  prior  to  the  reversion  to  two-cent 
postage)  net  postal  revenue  was  $31,025,000,  and 
for  the  fiscal  year  ended  31st  March  1929,  net 
postal  revenue  was  $31,170,000. 


Printed  on  our  Byronic  Book , India 


CONSUMER  CLASS 
INCREASING 

New  Era  brings  new  Marketing  and  Sales  Techniques 

IN  the  introduction  to  a recent  book  by  Paul 
Cherington,  former  professor  at  Harvard, 
and  now  an  outstanding  figure  in  sales,  mer- 
chandising and  advertising  affairs — appears  the 
following  astounding  statement: — 

“In  the  last  five-year  period  for  which  informa- 
tion is  available  there  was  an  increase  of  over 
4,000,000  in  the  number  of  families  in  the 
United  States  having  incomes  of  over  $2,000  a 
year.” 

Now  if  this  is  read  slowly  and  proper  apprecia- 
tion given  to  what  it  means,  we  find  that  a new 
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condition  has  been  created  almost  over-night. 
This  increase  of  families  entering  the  circle  of  the 
better-than-bread-and-butter-living  may  be  due 
merely  to  a period  of  prosperity  which  will  be 
followed  by  the  usual  reaction.  On  the  other 
hand,  as  many  are  prophesying,  it  may  be  the 
beginning  of  a new  era. 

What  has  happened  in  the  United  States 
has  undoubtedly  happened  to  some  extent  in 
Canada.  The  Bureau  of  Statistics  in  Ottawa 
could  probably  give  more  definite  figures,  but 
undoubtedly  a new  rating  for  the  consumer’s 
buying  power  is  developing. 

It  is  no  wonder  that  people  are  buying  motor 
cars,  radios,  installing  automatic  refrigeration, 
and  so  forth,  in  spite  of  the  expression  of  others, 
“How  can  they  afford  it  ?”  It  does  seem  certain 
that  there  has  been  a great  increase  in  the  num- 
ber of  homes  which  can  afford  one  or  more  of 
these  modern  improvements  which  betoken  an 
advance  in  the  standard  of  living. 

Just  as  the  consumer’s  dollar  has  changed, 
so  also  has  a new  era,  permanent  or  temporary, 
brought  into  being  many  new  sales  and  market- 
ing techniques  and  methods.  Advertising  and 
sales  can  no  longer  proceed  successfully  on  the 
routine  assumption  that  “we  suppose  some  of  it 
has  to  be  done  now  and  again,  and  we  will  do  our 
usual  amount”.  Instead,  advertising  and  sales 
plans  following  a new  technique  and  an  apprecia- 
tion of  their  productive  value  are  being  adopted 
and  used  with  aggressive  thought  and  research 
for  the  production  of  sales  profits. 
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The  complaint  that  “competition  is  terrific” 
is  much  more  frequently  heard  than  is  the  dis- 
cussion of  ways  and  means  of  using  the  power 
of  advertising  and  sales  plan  to  perform  profit- 
able work. 

There  are  too  many  attractive  products  being 
enticingly  advertised  to  attract  the  consumer’s 
dollar  to  enable  any  manufacturer  or  advertiser 
to  feel  that  because  he  was  the  leader  in  1900 
or  1910  the  present  year  should  see  him  and  his 
products  still  prominent  in  the  public’s  mind. 
And  as  has  been  pointed  out,  and  frequently 
discussed,  “a  new  generation  seems  to  be  in  the 
saddle”.  A large  number  of  people  in  the  past 
ten  years  have  grown  from  the  non-buying  age 
of  ten  into  the  very  powerful  consumer-influence 
age  of  twenty.  Ask  father  who  has  just  pur- 
chased a motor  car,  or  mother  who  has  been 
doing  autumn  shopping — just  ask  these  parents 
what  influence  sons  and  daughters  of  twenty 
years  of  age  have  brought  to  bear  on  recent  pur- 
chases in  the  home. 

And  if  these  words  have  aroused  any  interest 
it  might  be  well  to  read  again  the  quoted  para- 
graph and  consider  that  there  has  been  a notice- 
able increase  in  the  numbers  of  the  consumer 
class  who  ten  years  ago  paid  no  attention  to  the 
“Oldest  Brand  in  the  City”  but  who  to-day  with 
some  surplus  to  spend  are  looking  for  the  newest 
development  in  any  line  of  merchandise. 

♦ ♦ ♦ 

It’s  what  we  learn  after  we  think  we  know  that 
counts. 
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That's  one  reason  why  advertising 
plans  must  watch  the  appropriate — 
in  colour , finish , feel , and 
appearance 

WHEN  the  sales  curve 
doesn’t  jump — 

And  your  salesmen  tell  you 
sad  stories  of  a competitor’s 
success — 

And  you  decide  you  must  do 
some  concentrated  work  on 
your  market. — 

And  you  get  out  an  expensive 
series  of  folders  after  much  toil 
and  work,  and  then — 

A blue  day  comes  and  there 
is  laid  on  your  desk  a folder  of 
the  dark-dyed  competitorwhich 
at  half  the  cost  simply  leaves 
your  own  effort  as  “among 
those  present”,  and  which,  from 
reports  received  is  stampeding 
the  buyers  to  the  other  house — 

It’s  disappointing  enough, 
but  it’s  a good  time  for 
analysis — 

Perhaps  the  competitor  fi- 
gured and  planned  on  the 
modern  appeal  to  style — and 
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with  an  appropriate  selection  throughout  of 
paper,  type,  illustration  and  copy  produced  an 
attractive  compelling  contact  and  then  carried 
his  sales  argument  through  to  the  point  of  con- 
viction— 

His  paper  was  simple  but  appropriate;  his 
type  readable  but  striking;  his  illustration  was 
simple  but  for  that  reason  probably  strong  but 
pointed ; whereas  his  copy  contained  the  perfume 
and  atmosphere  arousing  desire. 

This  thing  of  style  is  subtle,  fleeting,  and  often 
produced  by  a minor  note  in  the  sales  symphony 
— for  example — 

Department  stores  in  recent  weeks  were  ex- 
tending invitations  to  their  patrons  to  come  and 
see  the  new  Fall  Colours.  The  appeal  was  not 
Paris  importations — new  models — new  materials 
— but  colour. 

And  paper  has  followed  the  trend.  That’s 
why  so  many  colours,  finishes,  grades  and  values 
are  available  in  Beaver  S papers.  You’ll  find 
among  them  a paper  which  will  give  to  your 
printed  sales  piece  its  appropriate  atmosphere, 
whereon  good  printers  and  advertising  specialists 
may  weave  a magic  message. 

♦ ♦ ♦ 

Durant’s  western  sales  gained  154%  as  a re- 
sult of  Direct  Mail  advertising. 

Printed  Salesmanship , August  1929. 
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ABSORBING 

FOR  most  advertising  campaigns,  whether 
they  are  large  or  small,  there  is  a place  for 
blotters — and  when  blotters  are  being  con- 
sidered it  is  well  to  remember  this  complete 
range  of  Made-in-Canada  Blottings: 

Satintone — a two-sided  blotting  suitable  for 
half-tone  reproductions; 

Library — strong,  high-quality  rag  blotting; 

Progress — medium-priced;  and  Commercial — 
low-priced,  whose  absorbent  qualities  are  ex- 
cellent. 

All  are  available  in  colours.  Your  printer 
can  show  you  samples. 


THIS  IS  NOT  YOUR  HAT ! 


\ N enterprising  firm  of  printers  have  started 
r\  quite  a new  industry  in  labels.  When 
**■  ■*"  taking  as  I thought  my  bowler  hat  from 
the  rack  of  a railway  carriage  during  the  week 
end  I glanced  inside  it,  as  most  people  do,  to  see 
whether  it  was  my  own.  Imagine  my  surprise 
when  I saw  a prominent  label  printed  in  green 
tucked  in  the  bandeau.  It  read:  “This  is  not 
your  hat”. 

This  is  not  so  drastic,  though,  as  Lord  Leigh’s 
famous  gold-mounted  umbrellas  with  the  in- 
scription “Stolen  from  Lord  Leigh”  on  each  of 

— Dixon's  Paper  Circular 
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PROMPTNESS  and  Despatch  may  not  be 
the  attributes  of  the  Printer  in  the  same 
degree  as  they  are  those  of  the  Army,  but — • 
keeping  promises  is  one  way  of  keeping  old — 
and  getting  new — business.  For  instance  one 
Chicago  printer  built  up  a huge  volume  of  busi- 
ness largely  on  the  strength  of  making  deliveries 
when  promised. 

Which  brings  up  the  suggestion — Why  could- 
n’t the  printer  use  a label  stating  “This  Job  was 

Promised  for  ” ? Then  if  he  keeps  his 

promise  the  customer  will  appreciate  the  fact. 

♦ ♦ ♦ 

THE  addition  of  the  brilliantly  colourful 
Huronic  to  the  “Beaver  S”  cover  line — in- 
cluding Ruskin,  Locarno,  Byronic  and 
Bard  of  Avon  Cover — gives  an  imposing  array 
of  beautiful,  attractive,  yet  individually  distinc- 
tive cover  stocks.  Such  a range  presented  by 
the  printer  allows  the  customer  the  widest  choice 
in  obtaining  a cover  stock  most  suitable  to  his 
tastes  and  requirements. 


TYPE  TALKS 


MANY  a company  could  arrange  a 10 
per  cent  increase  in  business  per  year  for 
several  years  if  greater  attention  were 
given  to  work  in  hand  and  a development  of 
present  customer’s  interests,  rather  than  spend- 
ing too  great  an  effort  to  obtain  work  from  new 
prospects. 

♦ ♦ ♦ 

A good  dummy  helps  to  get  the  suggestion 
"across  to”  the  prospect.  Particularly  so  if  it’s 
coloured  stock. 

♦ ♦ ♦ 

Holiday  printing  generally  needs  colour.  Help 
your  customer  by  getting  him  to  use  it.  "Beaver 
S”  sample  books  of  book  and  cover  papers  will 
in  turn  help  you. 


Many  a "new  idea”  is  just  the  old  dress  cut 
differently. 

♦ ♦ ♦ 

Christmas  Rush  merely  means  that  many 
printers  will  soon  be  hurrying  to  get  out  Spring 
advertising. 


Many  a printer  knows  that  paper  is  more  than 
a raw  material  in  his  business. 


A fine  letterhead  can  carry  goodwill  Christmas 
greetings. 
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The  Effect  of  Leather 
— at  the  Price  of  Paper 

The  beautiful  texture  of 

Ruskin  Cover 

provides  a background  which 
adds  to  the  charm  J of  the 
printed  design.  It  readily 
prints  type,  Ben  Day  or  fine 
line  cuts,  enabling  you  to 
obtain  attractive  and  dignified 
covers  with  inexpensive  art 
work,  simple  plates  and  few 
impressions. 

Available  in  eleven  colours 
and  white 

Portfolio  on  Request 
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